It's also made Michael's transition to the university of Alabama slightly easier. Elyse now oversees university accounts in the central U.S., including the university of Alabama, and their pre-established relationship means Michael doesn't have to start over to build new relationships at Taylor & Francis. In fact, Michael and Elyse's replacementStacy Sieck -is already considering a similar event at his new home at the university of Alabama.
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Stemming the Tide: The Role of Subscription Agents and Consortia in Library Communications
by Lindsey Reno (Acquisitions Librarian/Subject Specialist, University of New Orleans, Earl K. Long Library; Phone: 504-280-6499) <lreno@uno.edu> O ne of the benefits of working with a subscription agent or a consortia is streamlined communication. One need only work with their designated representative or online interface of their vendor to accomplish a host of tasks related to subscription orders, such as claiming, invoicing, troubleshooting, ordering, or licensing. Unfortunately, these relationships do little to mitigate the onslaught of communication directed at Academic Librarians from publishers in the form of phone calls, emails, post cards, letters, catalogs, and site visits. This method is not only bothersome, but ineffective, like a magnified version of the spam and junk mail one receives at home. Phone calls are screened, emails are marked as read, paper mail is tossed without a second glance, and visits are tolerated in the name of vendor relations. The proliferation of communication leads to a sort of blindness in librarians. Making more robust use of subscription agents and consortia would be more beneficial for all concerned, but some things need to change before this can be a reality.
The Current Reality
How many emails do librarians receive from publishers and vendors on a daily basis? How many of these emails are actually read? How many of these emails lead to fruitful communication? The daily deluge of contact from publishers is vast and vastly ineffective. When I scan my inbox on a Monday morning, few emails receive such swift and total annihilation as a product email from a publisher. No amount of word-smithing or graphic design magic is going to change that. In her article "Vendor Relations: Tales from a Vendee," Julie Kitchen reminisces about the "good-old-days" of acquisitions when a representative would simply drop by for a cup of tea and laments the current climate of "bombardment of electronically mailed, slightly breathless announcements about the latest publication or service."
1 Before the prevalence of electronic resources, the relationship between librarians and publishers was less difficult. The environment in which publishers and vendors work has become much more harsh. tive? According to Diane Smith, librarians tend to be too polite and string vendors along even though they do not intend to subscribe to a new resource. She has also seen, from her stint with a library vendor, librarians agreeing to meet with her, only to read email and look at social media while doing so.
5 Is this a good use of anyone's time? Do you really want to cancel that? Yes. Usually, the answer is yes. At the university of New Orleans, a review of all continuing resources happens annually, as a matter of course. A flat budget plus inflation equals cuts. In the acquisitions department this means, in addition to the painful process of cutting titles, fielding weekly phone calls direct from publishers throughout the ensuing subscription year. They want to confirm that the cancellation was intentional and they want to know why the title was cancelled. Lodging complaints with our subscription agent yields no solution and there seems to be no way of avoiding it. Perhaps, in addition to the very deliberate process of cancelling a subscription, one could provide a reason, selected from a drop-down box, that could then be communicated to the publisher alongside the cancellation.
Library Consortia
Those librarians who work with consortia may find that emails to consortial listservs about product offers do not get the standard eradication that befalls most other product offers. How is this possible? Firstly, there are a lot fewer of them. They stand out in their rarity. They come from a trusted and established source that has your best interests in mind. The product has likely been vetted already and there is probably a discounted offer in place. It is like getting a recommendation on a laundry detergent from one's parent instead of heeding the call of a shiny Procter and Gamble advertisement. According to bernie Sloan, "If a library consortium puts its Good Housekeeping seal of approval on a new e-resource and discusses it on consortial listservs and at consortial meetings, this helps create an interest and buzz about the e-resource among member libraries."
6 It would stand to reason that publishers and vendors should focus more on consortia than on individual libraries.
Working more with consortia has benefits for publishers, such as reducing overhead. Consortia often do much of the work that a vendor or publisher would do themselves, including billing and trouble-shooting.
7 This is the case with the LOuIS Library Consortium in Louisiana. Licensing, billing, and trouble-shooting are handled by the consortium. Publishers would also have the ability to reach a wider audience more quickly and with less effort. They could make one sales pitch instead of fifty. They could send out one email instead of a thousand. Feedback would come from one source, instead of a hundred different libraries. More effort could be put toward group events rather than individual site visits. For example, the Statewide California Electronic Library Consortium (SCELC) has an annual event called Vendor Day where vendors and publishers come to meet with librarians and library staff from all over the state. There is also a day-long colloquium where librarians and vendors alike give presentations. There should be more local and regional events like this, where librarians, publishers, and vendors can meet, exchange ideas, and discuss services, rather than the usual sales pitch and tales of budget woe exchange. Both librarians and vendors have discussed the need for a different type of partnership. 8, 9 In order to do that, we need to move past the current model.
Subscription Agents
Librarians might also find that emails from one's subscription agent often receive less scorn in the inbox. Usually, these emails are important and do not get "marked as read" with all of the other vendor and publisher emails. There is a recognizable name. You may have met this person. This is someone that you work with many times throughout the year on renewals, invoicing, and trouble-shooting. Yet, subscription agents are not in the habit of promoting resources outside of their own organizations, even though it would benefit them with additional subscription sales.
One of the most wondrous aspects of using a subscription agent is that of information gathcontinued on page 26 ering. Aside from general information about titles, such as price and licensing, we find the most vital information is gathered into reports that one need only make a few clicks in order to acquire. EbSCO offers any number of easily accessible reports, so why not a report of new offers from publishers? One might imagine a process whereby the subscription agent would gather offers from publishers into one secure location and notify (or not, according to specified settings) the contact librarian about said offers. As is usually the case in databases like EBSCOnet, one can sort the offers by a number of variables such as price point, subject area, type of purchase, and publisher. Imagine how much more streamlined it would be, during times of unforeseen and increasingly rare endof-fiscal-year budget surplus, to look through a report of this type, rather than go through emails and try to remember which vendor was offering that discount on a package of eBooks about some obscure topic two months ago.
The Future
How do we realize this new world of quiet telephones and manageable inboxes? In short, one must be willing to say no. Librarians have to be willing to tell publishers that communications, offers, and purchases must be routed through an agent or consortium. One must also be willing to allow their publisher communications to be controlled by a third This has required new levels of expertise from book vendors, who today work more closely with their customers then ever before.","DOI":"10.1300/J111v44n03_0 5","ISSN":"9780789033529","shortTitle":"Managing Customer Relationships","-journalAbbreviation":"Library/Vendor Relationships","author":[{"family":"Coe","-given":"George"}],"issued":{"date-parts": [["2006",6] ]}}}],"schema":"https://github. com/citation-style-language/schema/raw/ master/csl-citation.json"} 5. Smith, "The Reality Is...Everyone Is Selling Something." 6. Sloan, "Understanding Consortia Better." 7. Ibid. 8. brooks, "Introduction. Stemming the Tide ... from page 25 party and the publishers would actually have to agree to this. Unfortunately, there would be a need for subscription agents and consortia to take on more work in order to field all of these communications, but they would also benefit from this arrangement in the form of additional sales. There would be far fewer direct purchases from publishers and vendors. There would also be more time for libraries, publishers, and vendors to invest in different ventures, perhaps even more collaborative development. Less time should be spent in the obligatory activities of the past and more time building libraries, resources, and infrastructure that will serve the needs of the future. SIPX is a nimble, innovative solutionwe've always worked closely with libraries to shape its development and we remain deeply in tune with library perspectives today. Michael Keller, Stanford uL, was a board member since inception, and our early adopters and reviewers played a significant role in evolving SIPX's mission and design -demo users coming back to us from the early days would see their feedback realized in a system that schools are delighted with today! Educators, librarians and support staff use SIPX to set up course readings lists and then students use it to get the readings they need for class. What's really great about the SIPX solution is that it always automatically checks to see if those works are available at no cost to students via library subscriptions or open sources. If they are, the faculty saves their students money and the library is the hero! When the selected readings are outside the school's holdings, SIPX offers the instructor alternate open and royalty-free options that match the same search criteria. If that non-subscribed first choice is really what the instructor needs to share with their students, then SIPX simplifies all the complicated licensing, purchasing and invoicing processes. There's an easy, seamless online transaction for the student, that the library can configure to be invoiced for if that's the way things work on their campus, with no paperwork or permission payments for the library or bookstore to deal with.
SIPX is different from other providers in that we come at course materials from the perspectives of the instructor, the library and the student. We partner with many types of complementary third parties to combine products and services to create all-new solutions, including the Copyright Clearance Center. CCC is an important partner of SIPX and shares its robust copyright clearance and pricing information via a direct API to its database. However, SIPX also incorporates customers' institutional holdings (including where a school has purchased CCC's Annual Copyright License), open resources and other publisher sources to build an actionable reading list for students and satisfy the full user
